Hotel Reviews Web sites (HRWs) are the most used online sources to evaluate accommodation alternatives. However, they often present an overwhelming amount of unstructured or only semi-structured information which is not shared between all the systems and which cannot be easily analyzed in an automatic way. This study aims to automatically analyse hotel evaluations for a given number of Swiss hotels by comparing hotel reviews. Furthermore, the consistency of users' countries of origin in their evaluations has been studied. The results show that there is an overall agreement on considered HRWs and a general consistency among reviewers with different countries of origin.
Introduction
During the tourism consumer decision-making process, prospective consumers can access Internet as a platform for booking, and for information and recommendation seeking (Fesenmaier et aI., 2010) . The amount of tourism related purchases online are numerous and continuously growing. The greatest share of online tourism sales in fact is generated by air travel, followed by hotel bookings, which accounts for 19%, and package tours, rail and car rentals (Marcussen, 2009) . Amongst consumers, the preferred criteria for online hotel booking are recommendations from friends and online reviews (Dickinger & Mazanec, 2008) . Both criteria represent the most important factors that influence online hotel booking. Hotels Reviews Web sites (HRWs) are the most widely used online resources to help with the evaluation of accommodation alternatives (O'Connor, 2008) . Chatterjee (2001) noted that consumer reviews and ratings are the most accessible and prevalent form of usergenerated-contents (UGCs) available online. HRWs present mainly UGCs, such as reviews of tourism products and services, which are generally perceived as equally or more trustworthy than those of official web sites (Nielsen Global Online Consumer Survey, April, 2009). However, the amount of online data can overwhelm prospective travellers and tourism managers in their decision-making process or their evaluation of hotels online performance, due to the fact that different HRWs can potentially present different types of more or less consistent hotel information. Related work from Schegg and Fux (2010) about a Swiss hotel presence online, shows that small evaluation differences exist between two HRWs such as Tripadvisor and HolidayCheck. The authors suggest furthering analyzing the reviewers' country of origin as a possible determinant in their evaluation of tourism services and offers. Therefore, the aim of this research is: (i) to compare a group ofrelevant Swiss hotels' evaluations among HRWs in order to confirm the HRWs tendency to provide similar hotel evaluations; (ii) to understand if hotel evaluations are consistent among different countries; (iii) to investigate whether consumers' country of origin can predict a higher or lower hotel evaluation. The comparison of information belonging to different HRWs is performed on a dataset gathered by scraping data from the Web and aggregating matching information with semi-automatic tools that have been developed ad-hoc for this study. From a research perspective, this study shows how hotel evaluations are consistent among different HRWs systems. This study expands on the findings of Schegg and Fux (2010), further analysing the coherence among the nationalities of the reviewers, and leveraging automated tools to harvest and analyse online information. Contributions to the Internet-based data acquisition are also made by this research, in particular with regard to the information provided by HRWs; which can be an alternative source of marketing research for the forms of assessment analysis on customer evaluation portals. This work should also be apt for all destination marketers who need to monitor the online performance of their hotels and competitors on HRWs, and understand the markets involved on their evaluation.
The paper is organized as follows: the following section presents a literature review about the use of HRWs in travel planning and the creation of valuable knowledge from unstructured and semi-structured sources. Succeeding that, the research approach is presented, showing the instruments used to gather information from the Web, the characteristics of the collected dataset, and the analyses that have been performed over it. The following section shows the results of the analyses; and finally, conclusions are drawn and a plan for possible future work is sketched.
Literature Review

eTourism and web2.0
Tourism has been always recognized as an information intensive domain (Sheldon, 1997) , where the use of technology is essential for the day to day life and management (Poon, 1993) . The advent of the Internet dramatically changed the tourism landscape, giving a real added value to those wise tourism and hospitality managers who were able to exploit the potential of such an instrument (Buhalis, 2003) . In fact, tourism and hospitality managers started to use the Internet firstly as a mean of communication and promotion (Buhalis, 2000) and secondly as a selling channel (Werthner & Klein, 1999) . As a result, consumers have been more and more overwhelmed by different content providers and different selling channels (lnversini
